Abstract
Background

1.
The development of the tourism industry in Indonesia increased considerably in recent years. Although the industry is highly sensitive to changes in conditions, which occur both internally and externally, the interest for travelling continues to grow and contribute to the economic, social and cultural, (Gegel, 2006) . It is certainly not free from easily obtaining information through technology, which encourages tourists to not only visit a tourist destination, but more than that, together with the cultural experience, habits, art, and local life pattern of tourist destination. (Hudson, 2009) .
In the context of the tourism industry in Indonesia, the data from 2009 to 2013 shows that there is a significant increasing trend of Indonesian tourists who traveled abroad, with an average length of stay over 6 days. The number of tourists is still able to increase when added with the number of Indonesian people who travel abroad for any purpose other than vacation, for example, to perform activities of MICE (meetings, incentive, conference, and exhibition). Although not specifically dedicate his foreign visit as a form of leisure, MICE activities would also be able to bring in foreign exchange for the place of tourist destination. Nevertheless, fundamental questions, which also the objectives of this study, need to be asked in order to successfully attract residents of Indonesia to visit his country; what information is considered important as a basis for decision making purposes to select the destination of a journey?
The Tourism Industry and Marketing Strategy 2.
The success of the tourism industry is highly dependent on the cooperation among stakeholders to produce a mutually synergetic value. According Schmoll in Toeti (2006) , critical success factors of a local tourism industry are their unique tourism product and the existence of a proper marketing strategy and sustainable to communicate with potential tourists. Furthermore, according Ubjaan (2008) , the marketing strategy involves a mix between several variables such as attractions, facilities, accessibility, publicity, cruise, study, and relatives. For potential tourists themselves, according to tourism activities Pitana et al. (2005) is intended as an activity looking for something that is not yet known, exploring new territory, looking for changes in the atmosphere, or getting a new journey undertaken by tourists, which is temporary in order to get pleasure, vacation or just free time.
Information submitted as part of a marketing campaign, according to Govers et al. (2007) , it is necessary to consider at least two factors, namely that information should be projecting the true identity of a tourist destination. A further factor is the support of alternative sources of information, which helps promotion activities, to strengthen the image given. Thus it can be said that the interaction between potential tourists and a tourist destination is required to establish potential tourists desire to travel. Buhalis (2000) states that the right marketing strategies needed to build an integrated experience to consumers. In line with the development of information technology and differences in cultural context, it is important to do that the research would find out what information is needed for potential tourists before conducting the tour.
Method
3.
This study uses a mixed method between qualitative and quantitative. Mixed method could give the opportunity to expand the scope or breadth of research to offset the weaknesses of either approach alone (Blake 1989; Greene et al. 1989, Rossman and Wilson 1991) , which also provide pragmatic advantages when exploring complex research questions (Driscoll et al. 2007 ). Mixed method have been used for assessing and monitoring the impacts of recreation and tourism on the physical environment (Mackay 2004) .
Some techniques for and outcomes from mixed methods research designs involving quantitizing qualitative data. According to Driscoll et al. (2007) the qualitative data provide a deep understanding of survey responses, and statistical analysis can provide detailed assessment of patterns of responses. In this research the first approach is to conduct fifteen times focus group activities involving seventy-five speakers from five major cities in Indonesia, which will travel to Europe and Mediterranean region. All sources used are the potential tourists who had planned and purchased travel packages to Europe and Mediterranean region hence they have a good experience and insight to be involved in this study. All the informants have been given several questions about the need for the information they needed for decision-making process to choose a tourist destination, followed by their behavior after obtaining such information. The result then grouped and given a weighting based on their assessment of the influence of each of these responses on voting behavior tourist destination. Based on the results of the focus group discussion, then in-depth interviews were conducted to get an overview of the relationship between each group answers. Based on the results of the response, this research put forward the following model shown in figure 1 .
Availability of adequate information about a tourist destination is needed by prospective tourists, so they have an idea of the tourist destination and is able to determine whether a tourist destination in well-matched with their characteristics or not. Complete information will make potential tourists easier to build the perception of the place destination. Thus, the first hypothesis in this study is the place information mix has a positive influence on the place perception. Sufficient information about place destination can also assist prospective tourists to imagine him in the situation as if it had been in place to be addressed before. If the tour is a repeated trip, sufficient information will be helpful for potential tourists to reinforce the memory of the tourist destination. The existence of this experience, real or imaginary experience, will form a strong sense of connectedness between prospective travelers with the tourist destination. Thus the second hypothesis in this study is the place information mix has a positive influence on the place connectedness.
Figure 1. Research Models
Perception is awakened in the minds of potential tourists that will strengthen the assessment potential tourists on an area. Assessment is getting better, which is reflected in the perception of potential tourists, to encourage them to become more familiar with the tourist destination which in turn encourages the growth of entanglement between prospective travelers with tourist destination. so that the third hypothesis in this study is the place perception has a positive influence on the place connectiveness. Good perception on a tourist destination will also encourage the growth of the desire of potential tourists to visit the place. Thus the fourth hypothesis of this study is the place perception has a positive influence on the intention to visit a local excursions. Intention to visit a tourist destination can also be awakened by a strong attachment between prospective travelers with tourist destination. Potential tourists will try to realize the emotional attachment with their tourist destination by building a desire to visit the area. Thus the fifth hypothesis of this study is the place connectivenss have a positive influence on the intention to visit a particular destination.
Pre-visit action is a form of action that shows the seriousness to visit tourist destination. This action can be seen from the search process tickets, booking accommodation, travel preparation and so on. This process will be faster carried out by potential tourists when they already have a good perception of the tourist destination, so the sixth hypothesis in this study is the place perception has a positive influence on the pre-visit action potential tourists. Pre-visit action will also be performed by potential tourists when their intention to visit a tourist destination is getting stronger. Thus the seventh hypothesis in this study is the intention to visit has a positive influence on pre-action potential tourists visit. Great feelings tied to a tourist destination will encourage prospective tourists desire to visit the area in an effort to appreciate the sense of attachment in a tangible form. So that the last hypothesis in this study is the place connectiveness has a positive influence on the pre-visit action of potential tourists.
A quantitative approach is used to test the model by conducting a non probability sampling method to 270 potential tourists who are in the waiting period departure tourist trip to Europe and Mediterranean region, from five major cities in Indonesia, which is equal to the qualitative stage. Reliability testing is done by looking at the value of Cronbach alpha and based on the results of data collection is stated that all the variables in this study are reliable because all variables have a Cronbach alpha values above the required value of 0.7 (Heir et al. 2005) Calculations using Structural Equation Modeling (SEM) was performed in this study because, according to Byrne (2001) , SEM can describe a causal process with multiple variables at once. Based on the measurement model, all the factors that are used was considered valid because it has a loading factor of sufficient value that exceeds 0.50. Hypothesis testing can be seen in figure 3 is done by using the structural model, can be seen in the picture of the structural model, to see the value of its critical ratio, where there are seven accepted hypothesis and one hypothesis is not accepted because it does not meet the requirements of greater than ± 1.96 for 95% confidence level.
Figure 2. Structural Model
More complete testing of hypothesis can be seen in Table 3 below: 
Analysis
4.
In this study, pre-visit place visible action is influenced by three variables: place perception, intention to visit, and place conectiveness. The formation of a positive perception by potential tourists to a tourist destination it can encourage prospective tourists desire to take real action in order to prepare for his journey to the marketing strategy of a tourist destination needs to be designed in order to be able to communicate superiority or uniqueness that can build a good perception. Better emotional bond between potential tourists to tourist destinations also have an influence on the emergence of a real action to prepare a tourist trip.
The emergence place connectivenss an interesting phenomenon because this connectiveness arises not because of the experience of visiting a certain tourist destinations but because of the information held by potential tourists. Comprehensive information possessed by potential tourists can create a feeling as if he had never visited the area you want to target. The stronger attachment to prospective travelers with tourist destination the stronger desire to visit the area. It can be seen as an effort to realize the attachment in the form of real action. But this attachment was not directly formed from place information mix of a tourist destination. This is because information obtained by prospective tourists about tourist destination is incomplete as desired by potential tourists.
Entanglement between potential tourists with its target tourist destinations will increase because of the strong positive perceptions arising from the evaluation of place information mix in the minds of potential tourists. The perception in the minds of potential tourists would be stronger if the prospective tourists assess their information in accordance with their cultural characteristics. Ambience tourist destination for prospective tourists contributes significantly shaping a positive perception, so it is important to convey information relating to the physical environment of the tourist destination. Another thing that also needs to be highlighted is the social life of the people in the tourist destination, because one of the things sought by potential tourists when visiting a tourist destination is to feel the hospitality of the local people.
The strong attachment between the potential tourists to the area attractions that will be their destination, and is supported by the strong positive perception of the tourist destinations, will encourage the growth of a desire to visit the tourist destination. Potential tourists also build a desire to visit a tourist destination is not solely due to attractive advertising alone, but also the content of the advertisement that is containing the information sought. Information which is known to increase engagement potential tourists with a tourist destination is information that can increase the pride of potential tourists and information from a tourist destination with regard to the origin prospective tourists.
The desire of potential tourists to visit a tourist destination is possible to be realized if they obtain facilities and information necessary to prepare the readiness of their journey. Ease arrange trips and availability information ittenaryspecific information, such as stores that sell at discounted prices, shopping tips, and so on, is information that can motivate potential tourists to fulfill his desire to visit a tourist destination. It potentially deters potential tourists to fulfill his desire if scheduling their activities with some routine activities.
Supported intention to visit a good perception and a strong sense of attachment between potential tourists with a tourists destination will encourage the emergence of pre-visit action. Intention to visit will be a strong foundation for the formation of pre-visit action because the stronger the intention to visit showed that potential travelers are increasingly willing to sacrifice his routine to fulfill his desire to travel. Good perception of a tourist destination will be the dominant driving force for potential tourists so that they are willing to make sacrifices, financial or non-financial, to visit a tourist destination so it is very important to build a good perception in the eyes of potential tourists. Pre-visit Action which is indicated by the presence of sacrificing made by prospective tourists both financially and non-financially, has been realized significantly by ordering accommodation and transportation.
Conclusion and Discussion
5.
This study found that pre-visit action potential tourists influenced by the good perception of a tourist destination, the strong desire of potential tourists to visit the tourist destination, and connectiveness among potential tourists to the area to be going. Another finding is the desire to visit tourist destination and connectiveness potential tourists with a tourist destination will be stronger if the perceptions of potential tourists to the tourist destination has grown and intensified. Furthermore, this study found that the perception of potential tourists will be formed if the traveler has a mix of candidate's complete information about a tourist destination.
Pre-visit action, is a strong indication that the prospective tourists will realize the journey, so it is very important for the relevant authorities to provide information on the activities at least one year ahead to allow potential tourists to be able to plan early. Held a promotion, coordination with tourism stakeholders such as hotels, travel agencies, and so on can also be done to attract potential tourists to book accommodation early. However, based on the findings of this study, the authority associated with the tourism industry is necessary to ensure that the communication strategy and all the promotional efforts that they do have to inform the things that are valued by potential tourists at the end. The right Place Information Mix will increase the possibility to attract potential tourists, which in turn will improve the competitiveness of a tourist destination.
Limitations and Further Research 6.
This study has limitations on the number of respondents who became the subject of research. The number of respondents who used also limited by the non-probability sampling method so that this study cannot be used to generalize the behavior of potential Indonesian tourists as a whole. Although the number of respondents involved is not large but still insufficient for the type of analysis performed. This research also has the potential to be developed to find out more about the specific behavior patterns prospective Indonesian tourists. Other variables related to tourist behavior, such as the type of journey, characteristic tourist destination, and the travel group preferences can also be examined to gain a better understanding of the preference to travel in groups or individually.
